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@ IN RICHMOND NEWSPAPERS YOU GET 
61% UNDUPLICATED 40-COUNTY COVERAGE 


@ MORE METROPOLITAN PENETRATION THAN 
ANY OTHER MAJOR NEWSPAPER IN 
THE NATION 


Of all the families in this 40-county and 

10-city area that read any daily newspaper, 

three out of four read either the Times- 
Dispatch or the News Leader or both. 


VIRGINIA — Ist IN THE SOUTH RICHMOND — Ist IN VIRGINIA LOW MILLINE RATE 
In E. B. Income Per Household In E. B. I Per H id Daily Newspapers of Virginia 
No. of Effective ncome Metropolitan No. of Effective Dai Ady, iat 
State Hossshslde Tore! in 060 Por Held er iasnentide Tetal to Oe Por Mala Newspaper Type Cireulation Line: Mi 
Virginie 1,157,800 $ 7,677,794 $6,631 | Richmond ... 137,600 $1,052,059 aa 
Texas ...... 2,992,800 18,770,475 6,272 Newpert News ... 66,800 473,174 = ona 

North Caroline . 1,253,100 7,600,105 6,065 Norfolk . 171,000 ~=—-:1,141,024 me 

Georgia 1,128,000 6,769,187 6,001 Potercburg coaeeee (29,800 194,684 = 
West Virginia 500,500 2,958,646 5,911 Roanoke . . 55,800 364,093 Petersburs._ ° 
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Florida 1,789,300 10,280,048 5,745 | Lynchburg . 31,900 203,495 
Oklahoma ...... 748,800 4,250,656 5,677 | Bristol . TB ,700 446,713 
Kentucky ...... 864,000 4,900,157 5,671 Danville ................ 28,800 145,869 
Lovisiana 947,200 5,287,996 
Tennessee 1,041,200 5,759,027 Source of All Data: Survey of of Syying Power, 
South Corolina . 634,000 3,504,510 les Management 
Alaboma 914,300 4,849,735 
2,607,274 
Mississippi 572,400 2,769,801 
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Sell through the pages of the 


RICHMOND TIMES-DISPATCH and THE RICHMOND NEWS LEADER 


Richmond, Virginia 


134 Media/scope, January 1965 
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